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Lately, the concept of “Great Service” has been on my mind.

Although the employment outlook seems to be improving, we are far from escaping 
the recession. When we are in a recessionary economy, I think our focus is even 
sharper on companies that provide great service. During a recession, we may 
�nd ourselves with the same options of where and with whom to spend our
professional 
and personal dollars, but we tend to patronize companies and organizations that 
seem to provide great service. And if a company isn’t providing great 
service, we are a lot more likely during a recession to go elsewhere.

Great service is all about paying attention to the big picture and the details. 
It’s the whole shebang! This is the time when companies ought to “sweat 
the small stuff,” to borrow an overused expression.

Think about the companies that pay more attention than others. I live in Dallas 
and am proud that Southwest Airlines’ headquarters are here, but I’m 
even more pleased that every time I get on a Southwest �ight, I get great service. 
Sure, planes have mechanical problems and weather causes tardiness, but Southwest 
seems to handle these problems just �ne without skipping a beat.

It’s an old wives’ tale that anyone who receives bad service is 
about seven times more likely to tell others about that bad service, but how 
often do we tell others of great service? I recently had an instance of bad 
service at Chili’s, the ubiquitous watering hole that is known for conformity. 
If you order the Quesadilla Explosion Salad in Biloxi, it will be the same salad 
ordered in Dayton.
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With my wallet in mind, I fell under the spell of the 2 for $20 promotion: 
one appetizer to share, one entrée each, and one dessert to share — 
chosen among a large variety of food. It’s certainly enough food for a 
small army — or one meal for my son, whoever arrives �rst. Chili’s 
ran this promotion last year, and we took advantage of it; huge plates of food 
and way too much to �nish. Most of the time, we couldn’t even order dessert.

Just a few weeks ago, we went again. This time, the portions were smaller, 
and it wasn’t just my imagination. I con�rmed this with a food writer 
who admitted the smaller-size portions were part of Chili’s strategy to 
save money. However, too many patrons �gured it out. As a result, the restaurant 
will either change its portion size or do away with the promotion altogether. 
I was so incensed that I wrote the company an e-mail through its corporate feedback 
system, validating my visit with the receipt number and date of visit. I was 
surprised, then, when two $10 gift certi�cates came in the mail, along with 
a letter encouraging me to give Chili’s another try.

The result: Chili’s made a valiant effort to remedy my opinions. What 
will I do? I’ll use the certi�cates, but I will ask about portion size 
before ordering the 2 for $20. As it turns out, I did the math. Patrons save 
about $4 with the 2 for $20 special, which is usually made right back in beverages 
ordered for the meal.

Here’s the tie-in to accounting. I think accounting �rms can learn 
quite a bit from this parable of life at Chili’s:

Don’t Decrease the Portion Size — Firms shouldn’t 
scale down their service lines in light of the recession or any other economic 
downturn. Further, now is the time to expand a �rm’s services to meet 
client needs and enable cross-selling of services.
Give Away Something Free — Clients and prospects 
love it when �rms provide advice off the clock. It doesn’t always have 
to be running, and if you’re going to offer something for nothing, be 
sure to tell the client that he or she won’t be billed for the service. 
This instills a huge sense of trust and loyalty. Try it.
Pay Attention to the Details at the Time They Occur — 
No client wants to walk away feeling as if his or her needs weren’t 
met, no matter now small the need may be. Firms should, again, “sweat 
the small stuff.” However, avoid being 100 percent tactical. There must 
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be room for the strategic accountant — the one who focuses on strategy 
and long-term planning.
Give Great Service all the Time — The service faucet 
should never be turned off. Firms need to meet regularly as an internal group 
to talk about how to give good, better and best service, with the end goal 
of never having to worry about a client asking why he or she didn’t 
receive the best service possible.

Great service leads to improved revenues, increased referrals 
and a greater sense of good. You expect it from your local retailer or restaurant. 
Why should your �rm be any different?
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